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The theory of Relationship Marketing was generated in 1990’s, on the base of 
traditional marketing, social marketing, service marketing, and internal marketing. 
Traditional marketing concepts focus on transaction and ignore how to deal with 
customer relationship. Nowadays, marketing environment is changing. Most 
companies try to attract new customers with huge cost in order to gain more market 
share, at the same time, keeping and maintaining existing customer relationship 
becomes more and more emphasized.   
The target market of medical instrument is hospital. Comparing with consumer 
market, the decision-makers pay more attention to product brand, after-service, and 
supplier’s image when they make the purchasing decision. Relationship marketing 
strategy is quite important to sales of medical instruments. The company will benefit 
by building and maintain long-term win-win relationship with customers.   
The paper takes Changchun Weiyuan Medical Instrument Co. Ltd. as the example, 
and researches on marketing strategy of medial instrument for distributor. The paper 
focuses on implementation of CRM system, relationship marketing with suppliers and 
competitors. I hope that it will be helpful for domestic medical instrument 
distributors. 
The paper includes six chapters: Chapter 1 introduces the research purpose, 
problems, methods and meanings. Chapter 2 introduces the theory of relationship 
marketing. Chapter 3 illustrates the general situation of medical instrument market 
and its distributor. Chapter 4 analyzes the situation and the present problems of 
ChangChun Weiyuan Medical Instrument Co. Ltd. that need solution. Chapter 5 
illustrates the implementation of relationship marketing in three sub-markets  of 
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据有关有数据显示，中国医疗器械市场年销售额已达 548 亿元，且以每年 9%的
速度在增长。全国目前 17.5 万家医疗卫生机构现有的医疗仪器和设备中，有 15%
左右还是 20 世纪 70 年代前后的产品，大量的设备需要更新换代。近 10 年来，
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